











- PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


N 


PROTECTION FOR ADVERTISERS, 

An act has recently been passed by the 
Legislature of California amending the Penal 
Code of that State by providing that “ every 
proprietor or publisher of any newspaper or 
periodical who shall willfully and knowingly 
misrepresent the circulation of such news- 
paper or periodical for the purpose of securing 
advertising or other patronage shall be deemed 
guilty of a misdemeanor,” 

There is no doubt whatever that advertisers 
have been practiced upon and duped to a very 
large extent by dishonest ‘* claims’’ of circula- 
tion for newspapers and periodicals under 
unscrupulous management. It is time that, 
in the interests of sound business morality and 
fair dealing between publishers and adver- 
tisers, this class of swindling should be placed 
upon the same basis as any other. 

Whenevera man is induced to pay his money 
for advertising on the strengthof a ‘‘claimed”’ 
circulation which the newspaper or other pub- 
lication does not actua'ly have, he is to all 
intents and purposes induced to part with his 
money under false pretenses; and the same 
penalties that are imposed in ordinary cases 
where money is obtained by fraudulent repre- 
sentations p Set be imposed on publishers 
who solicit and obtain advertisements by that 
dishonest method. 

The State of California has taken a step in 
the right direction in passing a law for this 
purpose ; and the San Francisco Examiner, 
which led in the fight for it, is entitled to the 
credit of having initiated a movement that is 
distinctly in the interest of honest and fair 
dealing between publishers and advertisers, 
By all means let a counterpart of this excell- 
ent law be placed on the statute books of New 
York,— New York Recorder, March 22, '93. 

MAKE IT LAW, 

Both houses of the Legislature have passed 
the Wordd’s bill, introduced by Mr, Mar- 
tin, making it a misdemeanor wilfully to mis- 
represent the circulation of a newspaper for 
the purpose of obtaining patronage. 

‘The Governor should sign it promptly, . It 
is an honest measure for accomplishing an 
honest purpose. Its whole effect will be to 
serve justice and prevent sition, It com- 
mends itself to the reason of all who have no 
interest in making false representations, It 
will protect the public interest, and especially 
the interests of all persons who use newspa- 
pers as an agency for promoting their busi- 
ness. The Governor will surely complete the 
work of making it a law. morals will 
thereby be promoted,—New York World, 
April 20, 
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FRANCISCO EXAMINER worked 
to secure the enactment of a 
law to protect advertisers 
against the fraud of misrepre- 
senting newspaper circulation. 
That law, in spite of the fiercest 
opposition of nearly all other 
San Francisco papers, is now a 
part of the Penal Code of the 
State of California, and it de- 
clares it to be a crime, punish- 
able as other crimes, for any 
newspaper to wilfully misrepre- 
sent its circulation for the pur- 
pose of procuring advertising. 

But THe San _ FRANCISCO 
EXAMINER continues not only 
to represent, but positively as- 
sert and swear for the special 
purpose of procuring advertis- 
ing, that its average circulation 
for March was: Daily, 65,045; 
Sunday, 76,725; Weekly, 
76,700. 

Moreover it will produce in- 
controvertible evidence that its 
circulation is larger, by a great 
many thousands, than that of 
any other newspaper on the 
Pacific Slope; and it believes it 
is larger than the combined 
circulation of any other two 
published in San Francisco. 


E. KATZ, Eastern AGENT, 
186 & 187 World Building, 
New York, 
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do so many persons who are seeking 
the trade of the country people put all their 
advertising money into the Daily papers and the 
Magazines P 

Because they are influenced by sentiment 
or by some advertising agent whose desire is to 
use up the appropriation in as short a time as 
possible and collect his commission. 

The Country People can only be satis- 
factorily reached through their Local Papers. 
Dailies and Magazines will get at some of them, 
but the bulk of the American people who dwell 
in the country are reached by their respective 
Local Weeklies, and thoroughly, too. 

Whatever other publications some of them 
may read, it is a fact that all of them study and 
believe in their Local Papers. 

Sentiment won't reach them. 

The Local Weekly will. 

With one order, with one electrotype, more 
than one-sixth of all the country readers of the 
United States can be talked to weekly. 

The 1400 Local Papers of the Atlantic Coast 
Lists do it. Catalogue free. 

— 26> 
ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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CASTORIA ADVERTISING. 
‘By Chas. H. Fletcher. 
President of the Centaur Company. 

The preparation now widely 
known as Castoria was originally made 
and used in his private practice by the 
famous Dr. Samuel Pitcher, of Hyannis, 
Mass. We purchased the formula and 
rights from him. The article had ster- 
ling merit, and such was our confidence 
that it would do what we claimed it 
would that we advertised it very widely 
and very liberally. 

So ready a response was made by the 
public that we in- _ _ 
creased and enlarg 
ed our advertising 
appropriation, until 
the word Castoria 
has become a house- 
hold one in every 
part of the United 
States. 

I have always 
tried to keep the 
advertising we put 
out distinctive and 
original, and results 
have proved that 
this policy is a good 
one to adhere to. 
““When Baby was sick, 

we gave her Castoria, 
When she was a Child, 
she cried for Castoria, : 
When she became Miss, 
she clung to Castoria, 
When she had Chil- 
dren, she gave them 
Castoria,” 
is a sentence that stands out boldly 
wherever seen ; it is unique and cov- 
ers a whole lifetime. Our sign work 
has done us a great deal of good, partly 
because we use bold and characteristic 
display and partly because done system- 
atically. We lease desirable spaces for 
a term of years, preferring those along 
the principal thoroughfares of travel. 
We have men constantly on the look- 
out for such, and we are one of the 
largest sign advertisers in the country. 

As regards the different sections of 

the country, I find little difference in 


so 








Cuas. H. FLetcuer. 


the returns—in proportion to the ad- 
vertising outlay. In_ sparsely-settled 
sections I do not spend so much, while 
in New York State, with its thickly- 
peopled counties, I advertise liberally. 
This is a matter where judgment is an 
important factor. 

I use the daily and weekly papers, 
but as we have no methods of tracing 
returns, we have to depend upon gen- 
eral results. The best mediums for us 
are, I think, the best for everybody, and 
they are the standard papers, the legi- 
timate journals, which people seek for. 

In the first place the daily and weekly 
newspapers are, in 
my opinion, the 
leading and __ first 
mediums, All other 
advertising is sup- 
plementary, no mat- 
ter what it may be. 
To a general adver- 
tiser the county seat 
papers are the best 
mediums for adver- 
tising in, then the 
daily press of the 
large cities. The 
large weeklies have 
their effect, but it’s 
a duplication of ad- 
vertising. Maga- 
zines and illustrated 
weeklies are also 
good, if not too 
costly, but this is 
still a duplication. 

[ use magazines 
to a limited extent—Scridner’s, the 
Century and Harper's. These we 
consider the leading magazines of the 
country. 

Advertising must be governed by 
the cost and character of the article 
sold, and the latter must have merit. 
In addition to this there must be a 
well-defined purpose connected with it. 
The phenomenal success of Castoria 
and the familiarity of the word is the 
result of a conscientious purpose, and, 
it being what it purports to be, it has 
been adopted by a majority of the in- 
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telligent mothers and physicians 
throughout the world as the leading 
children’s medicine. 

The religious press, I think, affords 
good mediums for those only who have 
articles to sell that are connected with 
religion in some way. ‘These papers 
are high-priced, and second to the 
secular press, being really repetition 
advertising. ‘The secular papers are 
taken by everybody, for the news is 
wanted and sought after by men, 
women and children. Hence every- 
thing in it is seen, 

A great deal of vaporizing is done 
and will be done by the professional 
and self-alleged expert advertisement 
writers. I don’t think that any one can 
write an advertisement better than the 
man who puts out the goods and has 
the interests of his business at heart. 
He knows the good points and merits 
of his goods, and, if intelligent, knows 
just what to say in order to sell them. 

Our advertising has been display 
and reading notice announcements, and 
the publishing of them in the press of 
the United States has occupied all 
our attention. ‘This is why we have 
never invaded any foreign territory. 
A man who gives his whole atten- 
tion to the seventy million people 
of this country can spend his advertis- 
ing money to ‘far better advantage and, 
more important still, superintend it 
himself. You cahnot delegate it to 
anybody. We have never used the 
medical journals ; our article has been 
brought to the notice of the people 
through other mediums, but the physi- 
cians of the country have readily co- 
operated with us, for they recommend 
and prescribe Castoria, 

aa 
ADVER T ISING HOUSE FURNI- 
TURE. 
By John S. Grey. 

One would think that,asa general rule, 
any line of goods in constant demand 
everywhere would require the least ef- 
fort in advertising, but as competition 
increases in proportion, and more than 
in proportion, to the needs of the pub- 
lic, it becomes necessary for every 
dealer in house furnishings to ‘‘ hold 
his end up,” as it were, with his rapidly 
accumulating rivals in trade. 

The advertising of men’s clothing, 
as treated in the last article, appeals 
almost exclusively to the sterncr sex, 
but when we come to furniture it is 
far different. One has, in his an- 
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nouncements, to appeal to both sexes, 
not forgetting, of course, that the wife 
is the ‘* better half.” It is, therefore, 
necessary for the writer of furniture 
advertising to keep his wits constantly 
about him in the endeavor to interest 
both man and wife. 

Since it has been hinted to me that 
examples are better than precepts in 
articles of this class, and as there are 
doubtless many hundreds of house fur- 
nishers among the readers of PRINT- 
ERS’ INK who will be giad of some 
practical hints to assist them in their 
local advertising, I shall give a few 
‘* ready-made announcements” which, 
in my opinion, can be used to great ad- 
vantage by men in the furniture busi- 
ness. 

First let me state one of my theories 
in advertising—one point at a time. 
When a merchant is advertising every 
day or every week he does not need to 
fill his space up with a catalogue of 
everything he has in his establishment. 
He will make a far greater and more 
lasting impression by speaking almost 
exclusively of one article each time, 
and booming that one for all it is worth. 

From that standpoint these exam- 
ples are constructed, but instead of 
confining myself to one article I have, 
in the series, taken the house room by 
room. For the purpose of showing 
the logical sequence of the examples I 
have numbered them in the order I 
should recommend them to be used. 
We start in a general way : 

The Love of Home 

and the ambition to make it not only 
comfortable but elezant are deep- 
rooted sentiments in the American 
heart. There could be no loftier feel- 
ing, and we are proud to cater to it. 
But many people have a love for home 
without the ability to make it com- 
fortable or elegant. That is, they 
think they can’t. We'd like to show 
them how they can, It does not cost 
near so much as you think. Call and 
see us about furnishing a house or a 
single room. 


When a Visitor 


enters a house the first thing that 
meets the eye is, of course, the hall 
and staircase, Some callers never go 
beyond this, hence it is wise to make a 
good show, Evenif they do, first im- 
pressions are everything. That's 
where you want to have a good dis- 
play. In Hat-racks, Umbrella Stands, 
Hall Chairs, Settees, Ornamental 
Swing and Stationary Lamps we have 
an enticing variety of novelties. You 
would not think they were cheap to 
look at them, but the prices unde- 
ceive you, 


























In the [Majority 


of homes the parlor is also drawing- 
room and reception room, We are 
speaking, of course, of the houses of 
working people. Here: is really con- 
ceutrated the effort at display, be- 
cause here most of one’s visitors are 
entertained, But it is astonishing 
what a wonderfully comfortable and 
elegant display we can make for you 
in this line for little money. Every- 
thing requisite in a parlor, from car- 
pets to pictures. Not made for admi- 
ration only, but for long and hard 
wear. 


4 
Every Dining Room 
should be furnished with a view to 
comfort and substantial beauty. Nine- 
tenths of humanity spend their must 
enjoyable moments there, Enhance 
the enjoyment by pleasant surround- 
ings. Here's a picture for you, An 
extension table capable of dining 8 or 
10 persons, corresponding number of 
chairs that are easy to sit on or lean 
back in, a sideboard with mirror, a 
mantel mirror, two easy chairs, a car- 
pet that harmonizes, a few pictures 
on the wall—just hear our low esti- 
mate for a room furnished like this! 
There are many things usually found 
in a well-regulated dining room that 
are not enumerated above, but the idea 
has been to speak of necessities in- 
stead of luxuries, still bearing in mind 
that we are catering to the working 
classes rather than to people with un- 
limited means to gratify their desires 
in fashionable furniture. 
5. 

A Library 
may mean a whole room or a single 
book-case. In either case it is an evi- 
dence of refinement. If you have a 
room for the purpose we can furnish 
it throughout with Reading ‘Table, 
Writing Desk, Cabinet, Shelves, 
Leather Cushioned Chairs, Carpets, 
Rugs, Reading Lamps, etc., all of the 
very best, at a surprisingly low figure. 

Or if you have only room for a book- 
case, you can have your pick of many 
at a trifling cost. 


Your Bed-room 
being a place of comparative pri- 
vacy, does not need much elaborate 
display, but it should be provided with 
the utmost comfort, as it is intended 
chiefly for resting purposes. For that 
reason all its furniture besides being 
comfortable should harmonize, for 
harmony rests the eve. If you leave 
it to us we will furnish your bedrooms 
completely, elegantly, serviceably, at 
a price that will cause pleasurable sur- 
prise, 
We will conclude with the kitchen, 
which is not generally supposed to re- 
quire much beauty in its furnishing, 
but which, however, requires much 
thought of a particular kind in fitting 
out properly. 
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7. 
Last, but not least 

do you require anything in the way of 
Kitchen Furniture? Utility, rather 
than beauty, naturaily rules in this 
department. Nevertheless, particu- 
lar attention should be paid to the 
neat and orderly appearance of the 
kitchen. Good, strong ‘ables and 
Chairs, Matting or Oilcloth, Granite 
Ironware, Lamps, etc., etc., are indis- 
— in a well-managed kitchén. 
Jon’t let the supposed cost deter = 
from calling and learning the low 
actual cost of these goods. Their 
high quality we guarantee, 

One day a specialty may be made 
of carpets ; in fact, one could talk for 
many days on this subject, taking one 
particular class of goods for each day, 
as moquettes, Brussels, tapestry, in- 
grains, etc. Another line is pictures 
and engravings, a third bric-a-brac, 
bronzes, vases, marble statuary. Again, 
a specialty can be put forward in 
clocks, in infants’ chairs, rockers, baby 
carriages, Oriental rugs, and a thou- 
sand and one things that may occur 
to the merchant himself. It should be 
his duty to go over his stock care- 
fully and regularly, find out what he 
is ‘‘ full” on, and boom that until the 
stock decreases. To all the above ad- 
vertisements he can attach a price list 
if he deems it necessary. 
+> 


WITH ENGLISH ADVERTISERS. 


By T. B. Russell. 
Lonpon, April 5, 1893. 

As a means of ** holding” the atten- 
tion of readers, especially in a daily 
paper, some device which will continue 
the interest of an advertisement from 
day to day is very much to be desired. 
A weather forecast has been ingenious- 
ly used in this manner in America, 
though not, so far as I know, here. 
If it ever Aas been used in England I 
shall soon know of it, because if any 
statement is made in this column which 
is in any way vulnerable, or savors to 
the smallest extent of error, two or 
three people are pretty certain to write 
and tell me of it, mostly with compli- 
mentary remarks on the usual accur- 
acy and interest of the little school- 
master. Such correspondence is the 
best possible evidence of the “‘ relig- 
ious” care with which PRINTERS’ INK 
is perused by peopie interested in ad- 
vertising who live in England. 

* * * * ¥ 

There is no doubt, I set out to say, 

that daily paper advertising is helped 
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by anything which promotes a sus- 
tained interest; and with some such 
aid there can hardly be a better sort of 
advertising for a good many articles, 
providing good papers are used. A 
very ingenious device is that used in 
an advertisement here reproduced—a 
prize being offered for lists written by 
children, as set forth in the announce- 
ment. ‘This particular list happens to 
be rather a poor one, though some of 
them have been amusing : 


The Popular Clothes and Towel 
Holder. 


HAVE YOU sEEN IT? HAVE YOU TRIED 
IT? IT LEADS ALL PREVIOUS 
DEVICES OF THE KIND. 





Juveniles under Fifteen are receiving 
ONE, TWO, OR THREE FREE 
For the Best Written and Spelt Lists with 

the Initial Letter advertised each 
Tuesday and Thursday in 
“THE MORNING,” 





LETTER “Oo” TO-DAY. 
At FOR 

Oarsmen Ozokerit Candlemen 
Oblivious Men Oilmen 
Obscure Men Oneself 
Observant Men Opera House Cloak 
Observatories ooms 
Occupants aS (Stock Ex- 
Ocean Steamers 
Oculists outside Brokers 
Odd Corners Operatives 
Offices Ordnance Men 
Officers Ordained Men 
Originators Orangemen 
Orthodox People Oratcrs 
Oxford University Orderlies 
Gephene Organists 
Orient (The) Old Men 
Orient Steamers Ostlers 
Outriggers Oystermen 
Owners Overworked Men 


Cc. E. COCHRANE, 
British and Foreign Novelties, 7, Cripplegate 
Buildings, Weed Street, EF. 





* * * 


An advertising agent in Berlin, who 
makes quite a bid for English and 
American business on the continent of 
Europe, sends me a rather ingenious 
device for keeping his name before ad- 
vertisers in those parts. It consists of 
a card, containing a number of fig- 
ured scales—twenty-six in all— each 
corresponding to one of the multitu- 
dinous varieties of type-setting used on 
Continental papers. ‘The smaller di- 
visions of the scales correspond to 
lines in depth of type, and they are 
marked off into centimetres (their 
usual unit of linear measure, as the 
inch is with us), so that, providing 
you know which scale belongs to a 
given paper, you can tell how many 
centimetres will be occupied by a 


* * 
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and, con- 
versely, how many lines can be got 
into a known number of centimetres. 
In this agent’s list the scale number is 
inserted opposite each newspaper’s 
name, so that his customers and the 
patrons of his list are enabled to make 
with ease a calculation of a kind ordi- 
narily very irksome to execute. It 
would be a far easier task for an Eng- 
lish or American advertising bureau to 
get up a rule or a card of this kind, 
and it should be a very useful novelty. 


number of lines, 


known 


* * * * * 
I find myself rather unduly often 
giving PRINTERS’ INK in PRINTERS’ 


INK’s very own columns a testimonial 
to effectiveness and popularity ; but to 
be fair both tothe little teacher and its 
humble London correspondent, this is 
next door to being unavoidable. Some 
few weeks back I showed a full fac- 
simile of the Postcard, a littie monthly 
guast magazine published at the ad- 
dress from which I write. This fac- 
simile produced me a perfect shoal of 
letters from the United States and 
Canada, which, though the advertise- 
ments for which the Postcard is an 
excuse were not designed by the pro- 
prietors to influence trans-Atlantic 
business, we were very much interested 
to receive. A correspondent in Sche- 
nectady, New York, and one or two 
others, refer to the prize which was 
offered for the lest classical motto for 
the little paper, and request that the 
winning quotation be made known in 
PRINTERS’ INK. Perhaps this will be 
my excuse for reverting to the matter, 
The selected motto was : 
We must speak by the card.—Hamdlet. 


It was sent by seven persons, so we 
added a little money to the prize and 


divided it among them. ‘Three or 
four hundred suggested ‘* Brevity is 


the soul of wit,” and the same number 
‘*Multum in Parvo,” while ‘‘ It is 
better to be brief than tedious” was 
sent in by about half as many. The 
Postcard is considered to have been a 
successful and satisfactory advertise- 
ment, all round. 

* % * 


* * 


The following is clipped from the 
Sydney Bulletin, Australia, Certainly 
the aspiration of our colonial contem- 
porary that this kind of advertising 
may be dispensed with is worthy of an 
echo in every reasonable soul. We 
often hear in England of the curious 
*‘ personals” admitted to the columns 

















of the American press; but I fancy 
the following ‘* gets away” from the 
most pronounced gems of the agony 
column in England, America or the 
civilized world ; 

‘* Is there, we wonder, any country 
on earth besides Australia where this 
kind of advertisement is practically 
kept standing in the daily press? 
These are all out of one issue of one 
papem 

— “3 publicly APOLOGISE to Miss 

ELL for having assaulted her 
and used one language to her, and I 
also swear that I will not molest her again 
from this time henceforth. (Signed) ALEX- 





ANDER —. 
| 'y Mrs, —— does not stop slandering my 
-— “47 I will take proceedings at 
once. Mrs, JANE —-. 


HEREBY warn any person or persons 
against making unfounded and slander- 
ous charges against me after this date, the 
same being untrue. SARAH 
HEREBY retract the duties language 
I used against ELK LAND SMITH, the 
same having no foundation, in fact. JOHN 
OSCOTT 
F Mrs. does not stop using foul lan- 
guage to my BOY,I will take proceed- 
ings against herafterthis date. MARIA 





‘*We meet this sort of thing so 
regularly in the Sydney papers that it 
would seem as if half the community 
spends most of its time abusing the 
other half. Why doesn’t the lady who 
is thus openly accused of using bad 
language to the other lady’s offspring 
sue the paper for libel? It almost 
always is a lady who has used the lan- 
guage, by the way. When the case 
lies between two men, they probably 
batter each other with road-metal in- 
stead of advertising.” 

A DANGEROUS FEAT IN SIGN 
PAINTING. 





James Kirk & Co., the Chicago soap 
manufacturers, have connected with 
their factory a chimney 180 feet high. 
They wished to get advertising signs 
painted on this for the Exposition, as 
the chimney occupies a very prominent 
position. No one could be found to 
risk his life, sothe perilous project was 
pretty well abandoned. 
nature of the chimney’s base, staging 
could not be built up around the struc- 
ture, and had it been it would have 
necessitated the furnaces being put out, 
which would have stopped the whole 
factory for a week. 

One day C. S. Houghtaling, the New 
York sign painter, walked in and re- 
marked, ‘‘ I would like to paint that 
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chimney for you from top to bottom.” 

The offer was received with incred- 
ulity, but when ‘* Hote” assured the 
firm that he would do it without erec- 
ting staging or having the furnaces 
drawn, he was told to go ahead, and 
his terms—five hundred dollars—ac- 
ceded to. 

He telegraphed to New York for 
three of his picked men, and upon their 
arrival the ascent of the chimney com- 
menced. A man would reach up as 
far over his head as possible, drive in 

a huge steel spike, throw a rope over it 
and whi himself up to that level. 








Then the process would be repeated 
until the top was reached. Four strong 
cables were hooked into the chimney- 
top and a square platform swung 
up by this means, on which the men 
did their work. The platform was so 
heavy that it took one whole day to get 
it up, consequently the men never left 
it until the job was completed, they 
gradually working their way down. 
They stayed on the platform for two 
days and one night and painted the 
chimney on all sides with huge white 
letters. ‘*‘ Hote,” who is partial to 
dime novels, has dubbed these men 
my sign heroes of the air.” 

Snake Editor: That was a great 
scheme Tangle worked off in his puzzle de- 
partment. 

Horse Editor—What was it? 

Snake Editor—He inserted a New York 
theatre diagram.— 77th. 

Amicus: Riter’s articles are always 
very appropriate. 

Critic—Yes ; and the + acest in most of them 
are appropriated, —Puck, 
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THE ‘‘ OREGONIAN’S ” NEW 
BUILDING. 


Mr. S. C. Beckwith, the New York 
special agent, who has just returned 
from a three-weeks’ trip to the Pacific 
Coast, says that he never saw a hand- 
somer newspaper building than that 
now occupied by the Portland Ovre- 
gonian, When Mr. Beckwith first 
undertook the Eastern representative- 
ship of this paper it seemed almost out 
of the world, 
as fourteen days 
were required 
for the transit 
of a letter from 
New York. Now 
only four anda 
half days are 
needed for mail 
communication. 
The Oregonian 
was established 
as a weekly Dec. 
4, 1850, when 
Portland had a 
population of 
only 7oo. Not- 
withstanding the 
limited field, 
other papers 
came, and even 
dailies. 

The Oregon- 
zan was obliged, 
in 1861, to be- 
come a daily in 
self-defense, al- 
though it proved 
anything but a 
profitable prop- 
erty at first. It 
was built up 
solely through 
the efforts of 
Henry L. Pit- 
tock, a young 
printer, now its 
manager. Its 
present editor is 
H. W. Scott, an 
able journalist. 

The first issue of the daily Oregonian 
was a four-page paper, four columns 
to the page. News must have been 
scarce, for communication with the 
outside world was to be had only 
by means of a weekly steamer to San 
Francisco. At that time California 
had telegraphic communication with 
the East, and a little later the line was 
extended to Oregon, 
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Portland has always been a hustling 
place—even when small—and now that 
it has 80,000 population its enterprise 
is unbounded. Its annual jobbing 
trade of $127,000,000 Mr. Beckwith is 
careful to keep conspicuously before 
Eastern advertisers. The caliber of 
the paper is well shown in the building 
just erected, where everything is of the 
best quality and no expense has been 
spared to produce an ideal newspaper 
home, 











MIXED. 
She had read the advertisements 
In the papers o’er and o’er, 
But had gotten somewhat muddled 
As to what each thing was for. 


So when she had a bilious turn, 
She took some Pyle’s Pearline ; 
She scrubbed the floor with Sozodont, 
But could not yet it clean. 


And for a torpid liver 
She took Sapolio, 
And put Castoria in the cake; 
She got them muddled so,—Zz/z, 


























A GREAT SCHEME. 


405 13th St., Sac:aMENTO, Cal, 
Editor of Printers’ Ink: 

You, knowing the value of advertising, 
would, no doubt, like to know about a plan b 
which goods may be extensively advertise 
and having a scheme on hand thought I 
would correspond, The scheme is this: I, 
with three others, intend going to the World’s 
Fair inawagon, We are voing to start about 
the first of May, and would like to get adver- 
tisements to help pay our expenses, It will 
take us nearly three months to complete the 
trip. We are going to take a light spring 
wagon, with a cover, which we will rent to ad- 
vertisers ; also our own time, if we can make 
satisfactory arrangements. I remain 

Yours truly, Joun Roya, 

P. S.—We will make it a point to get a puff 

in the papers along the route. 


San Francisco, Cal., U.S. A,, | 
April 12, 1893. § 
Editor of Printers’ Ink: 

There are a number of persons cr compa- 
nies, who have wagons going through the 
South and Southwestern States, that distrib- 
ute circulars and tack up advertising matter, 
and in some cases take goods in payment for 
their services, and we are anxious to get in 
communication with as many as possible. 

Do you know any advertising medium at 
your command likely to reach them ? 

Prentiss Cuemicat. Co., 
J. J. Evans, Manager, 


PRINTERS’ INK is religiously read 
by all persons interested in advertising, 
anda short statement of what is wanted, 
under the head of ‘‘ Classified Adver- 
tisements,” should bring many replies. 
The cost is only 25 cents a line. 

—_— <oo—_—__—_ 


Sad Effects of a Fad.—Fair Con- 
tributor: I have brought you another manu- 
script, for which I ask the same kindly atten- 
tion you gave the first. 

The Editor—!It is written in the same saw- 
tooth hand, I notice. 

F. C, (stiffly)—In the correct form of chi- 
rography. 

The Editor—Then 1 must decline its ac- 
ceptance ; at least until our former foreman, 
who went to the insane asylum, and two of 
our best compositors, who were driven to 
drink, have recovered from the effects of your 
first M.S.—Poughkeepsie Bulletin. 
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BOSTON CULTURE OFFENDED. 


From the Boston News. 

People who want to read the advertise- 
ments in a paper, will do so, wherever they 
are; but, on the other hand, a person who 
wishes to enjoy a quiet hour of reading, has 
his mental tympanum nearly rent in twain by 
the “loud” type of the advertisements in= 
serted in the midst of the literary pottions of 
our Sunday publications. Our New York 
contemporafies—some of them—furnish good 
examples to their Boston brethren by print- 
ing separate sheets with advertisements, 
which may be removed at will, while the 
reading matter remains intact, with nothing 
to mar its effect, 





SS ae 
AMERICAN AND FOREIGN PAPERS CON: 
TRASTED. 

From an Address by Talcctt Williams, 

The cheapness of American newspapers 
has its effect on the quality; they are less 
accurate than the English or French news+ 

pers, which sell at higher prices. The 
London 7imes, for instance, sells at 6 cents, 
Foreign newspapers are able to pay more for 
literary ability and do secure a higher class 
of talent, The editorial writers of the Lon- 
don 7imes are specialists, and are paid as 
high as $20 a column for their work, In 
France the journalists are among the leading 
men of affairs,and no Cabinet is ever made 
up without several journalists as members, 
If Lowell had lived in Paris he would have 
been a jcurnalist. The best men in this coun- 
try, however, are apt to think it beneath their 
dignity to write too often for the newspapers, 

In this country the most important side of 
the newspaper is hy all odds the mercantile; 
its success depends upon its business manage- 
ment, rather than upon the kind of writing in 
its editorials, The business manager shapes 
the policy, and, indeed, perhaps, his judgment 
is as sound as the judgment of the editor. 


=<. 


A Cuvaand Newspaper.—Edward 
P, Deacon, who killed the ugly little French- 
man who had usurped his wife’s affections, 
says the French press was paid to lie against 
him by the relatives of his wealthy victim at 
the rate of forty francs aline. That is too 
small a sum for newspapers that accepted 
a porticn of the Panama millions, and there- 
fore the story is a little unreasonable ; but, 
alas! the French newspapers for a generation 
to come cannot reasonably deny any affirma- 
tion of that kind,—/udge. 
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Wor p’s DisPENsARY, 
Burra.o, N. Y., Mar, 22, 1893. 
Editor of PRINTERS’ INK : 

Please find enclosed an advertise- 
ment taken from ths Star Theatre 
programme, Buffalo, New York, an 
advertisement which we think en- 
tirely new ard original, You will 
notice how well Mr. Herrmann ad- 
vertises his wooden arms, legs, 
braces, together with his restaurant. 
The wooden arm in the sketch is 
fitted with a hand and a fork, which 
is just about to jab one of the patent 


HENRY HER RMANN’'S RESTAURANT, club foot shoes. We think that spinal 


15 BH. GENESEE STREET. 


———— REGULAR DINNERS FROM 12 A. M. T02 P. M_ —————— 
Tho Best begurtss Wiese, Bewe nt Buffclo Lager on Daught. Open 


curvatures and abdominal supporters 
served up with brown gravy would be 
a unique delicacy which would meet 
with favor with the most blase epi- 
cure, V. Morr Pierce, 
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PURELY PERSONAL. 
From the Chicago Daily 1ribune. 

““T have lost my little Fido,”’ said the young 
woman, chokingly, ‘* Here is a notice offer- 
ing a reward for his recovery. 

*To go in the ‘ want’ column, I suppose?” 
said the adv ertising clerk. 

‘* No, sir,” she replied, haughtily. ‘*I want 
it to go among your other personal items, sir!”’ 
ABOUT SPECIAL POSITION. 

From the Lancaster (Pa.) New Era, 

The honest business man, who is conscious 
of having honest goods to sell at honest prices, 
is content to place his annuuncements in the 
regular advertising columns, and will not 
bother the business manager by insisting that 
the make-up of the paper should be arranged 
to suit him any more wl the newspaper man 
would insist upon placing the goods on the 
merchant’s shelves to seus his peculiar fancy. 





Classified Rbvestincmente. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 


y4 ANTS. 


Wwe WANT t ‘ood printing for you. 
PRINTERS’ ink PKESS, 10 Spruce St., N. Y. 


iF A reliable advertising gelisteer ia 
he ae Pd in the East. Addre: 
“ BUNIDER AND CONTRACTOR,” i Angeles, 


YY ABzED Experien need advertising man of 
ability on a monthly specialty, for Ja’ 
advertisers. GRIFFITH, AXTELL & CADY C 
Holyoke, 

EPORTER "WANTED — Printer. State e, 

ems set six mornings, price. We add half to 
double for Ae a canvassing, etc. “‘ INDEX,” 
Hackensac' 


Waiter buy letters in answer to toilet 


ears old. Will 
HILIARE, 


advs, not over seven 
Ra, 7 gion, 00 cash per thousand. DR. T. 
Tremont St., Boston, Mass. 


w4 — Orders—We set type, fu 
os ae ae depa 4 a 


ng * am presses; lowe rices. 
N P’T’G, CO., os Vandewater Ste New 


ork. 

Waste TO SELL—Sixty- -five thousand let- 
ters from correspondents, all obtained in 
answer to advertisements within > last 2% 
Aims, Oho J. O. OHLER, 


A NEWSPAPER manager, with highest com- 
mendation — as to a, and integ- 
rity, will be S liberty after May 1 to consider 
proposition ts from any needing such services 
H. M.,” care Printers’ Ink. 


\ ANT ADVERTISEMENTS in PrIntExs’ INK 

under this head, four lines (twenty-five 
words) or less, will be inserted one time for one 
dollar. For additional Cry or ae in- 
sertions, the rate is 25 cents a line each 


Till write press 8 correspondent ae pol 
A _— weekly or joe =f letters, Worl 
ups,” and attend to advertising a 
calasthene fora ad Eastern a journals. No 
two journals of same class acce . This is no 
a dies INDUSTRIAL. i care Printers’ Ink. 


0 NEWSPArER MANAGERS —Astonishing! 
e three plan a 

o—_-. FREE “photographs to 
UT COST TO 
short eavertais 

mend, Virginia. 

WASTED An opportunity to repre ent the 
business de ment of high-class woey 
or month! y of N.Y. The advertiser has 
twen' year’ experience, covering all de- 
| —+~—y¥ of the advertising bussiness. Willing 
el of the time. aon referred 
where the work could be about divided 
between inside and out. CURREY, Pri rs’ Ink, 


tor 





articulare and 
forme } $10. rth $100 
BUTTON iDEA. co., Rich 


PRINTERS’ INK. 


NY person advertising in PRINTERS’ iNK 
/\ to the amount of $10 is entitled to receive 
the paper for one year. 


I AM advertising manager in a department 
store doing a million and a half annual busi- 
ness. I want a position where I can earn more 
than $1,600a year. I have had experience in the 
newspaper business, and am capable and willing 
to take business or advertising management of a 
good paper or periodical. Would prefer position 
similar to my present =, however. Address 
“ B,” care Printers’ In 


Ts interests = Wanted : Pub- 
lishers to e agency of latest map of 
United States, size 46x66 inches, litho; 
colors, mounted on strong rollers, e 
It is reversible, and shows me of the world on 
other side; also litho; apregns n colors, with re- 
marks of general information on margin, such 
as export, _ ot mining, manufacture, popu- 
lation, area, etc., of every country. The most 
useful ornament for every office. A sample peony 
to you, $1.50. Regular retail price, $5. oft 
over, we will refund your price paid for mple, 
when one dozen are ordered. MARI GOLD P 
LISHING CO., 8 Madison St., New Yor 
ADVERTISEMENT CONSTRUCTORS. 
Ss engpgie at ads for 2c. Stamps received. Ad- 
dre; 1306 Sellers St., Frankford, Pa. 


yaTo HY ads for “biz,” 3 for $2.00 ; catch line 
J few opening remarks, 2 ‘for $i. 8. 
FLEHARTY TRE O, Cable, Ill. 


N Y EXPERIENCE—I have worked on both 
4 sides of the newspaper fence. I have been 
an advertising solicitor, publisher and editor 
I now manage and write all the advertising for 
the largest retail store in Indiana. I have been 
writing ads for eight years. In that time I have 
learned a great many things. I write good ads 
= that catch the eye and appeal to the reason 
at are convincing—that sell goods. I write 
that kind of - e prety day. 1 can do it for you 
sample ads, or for $5—10; 
then you can po for yourself. I won’t prom- 
ise to write any more at that price. CHARLES 
A. BATES, Ind manned 
- > 
PREMIUMS. 


7 EW illustrated catalogue of the best premi- 
4 ———_ for newspapers and manufacturers and 
ready. Send for it and get new business. HOM 
BC OK COMPANY, 142 & 144 Worth St., New Y oa 


BILL POSTING & DISTRIBUTING. 
a nec dist , signs nailed up, bill post- 
ARTHUR HAITHCOX, Box 271, Lansing, 


re ed R the purpose of inviting announcements of 

the addresses of local bill posters and distrib- 

utors, two lines(12 words) or less will be inserted 

twice under this heading for one dollar. or 

three months for #6.50, or #26a year. Cash with 

the order. More space 25 cents a line each issue. 
~ 


ILLUSTRATORS AND ILLUSTRATIONS. 


I ANDSOME ILLUSTRATIONS for papers I 
alogue, 25c. = ILLUS. CO., Newark, N. J. 
ADVER TISID SING 


Y = wish to advertise 
time, write to 
ADVERI SING CO., 


AGENCIES. 
an 


a hin, 
© CEO. ? KOW 
10 nn St., New York. 
+ 


aa — 


aero 
ELL 


SUPPLIES. 


7 AN BIBBER’S 
Printers’ Rollers. 


1 EVEY’S INKS are the best. New York. 


JEERLESS ” CARBON 1 BLACK. 
For fine Inks—unequalled—Pittsburg. 


Ry TYPE from BRUCE’S NEW YORK TYPE 

FOUNDRY, 13 Chambers St., New York. 
Best and Get their prices before 
purchasing. 


Ts PAPER is printed with ink manufac 
tured by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York, Special prices 
to cash buyers. 


cheapest. 





PRINTERS’ INK. 


)APER DEALERS—M. Plummer & Co., 161 
l William 8t., N. Y., sell every kind of paper 
used by pr! inters and pu blishers at lowest p 
Full line quality of Printers ’ Ink. 


)RINTERS, make your own tint blocks ond 
I tint inks, two cents square foot. Full dire 
tions, with recipe for ink reducer, $1.00. Ww. 3. 
POWELL, 12 V Ohio. 


in 
Deont | St., Cleveland, 
o> 


ADVERTISING NOVELTIES. 


( ‘LOCKS for advertising purposes, by the hun- 
/ dred or thousand ; paper-weight clocks with 
advertisement on dial. Address SETH THOMAS 
CLOCK CO., 49 Maiden Lane, New York. 


B= = atv.» Co are the “ Little Casino” 

1 Schedules. Four cover es 

your owe iL. ~ = in book. Tg et 
aise, © seas, be eatherette cover, 

), "$15.00 ; a EMIL GROSSMAN 

oo, Uioveland, 


prok the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as Rage as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order. More ee or cOn- 
tinued insertions 25 cents a line each issue. 


3 ee 


ADDRESSES AND ADDRESSING. 


| F you wish to buy lists of names, advertise for 
them in Printers’ Ink. 


id ou wish to sell lists of names, advertise 
them i in Printers’ Ink. 


NEWLY-COMPILED LIST of 22,000 adver- 
/A. tisers, witn their commercial rating, for $15. 
For fuller information, address PUBLISHERS’ 
COMMERCIAL UNION, ‘Evening Post Building, 
Chicago, Ill. 
PmEeons who have facilities for b 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this h once 
for one dollar, Cash with order. More space or 
vontinned insertions 25 cents a line each issue. 


ian 


ng ad- 


MISCELLANEOUS. 


7 AN BIBBER’S 
Printers’ Rollers. 


I EVEY’S INKS are the best. New York. 
4 


I IPANS TABULES: pleasant laxative. A 
standard remedy for constipation. 


p4ra DEALERS—M. Plummer & 

William St., N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


Tse new “HANDY BINDER” for PRINTERS’ 
INK is an admirable device for the preserva- 
tion of your copies of PRINTERS’ INK and is 
neat and serviceable. We will send it, 208t- 
pai , on receipt of 60c., the cost of the “ Binder.’ 
Address PRINTERS’ 1NK, 10 Spruce St., N.Y. 


I [= JISTING APPLIANCES. Overhead Railways. 
ve been in thia biz pod ears. Have sold 
more ) 8,000 elevators .dumb waiters ; 
have done work for all the le leading N.Y. paper 
offices ; have just put the Lfts in the new 
corder office. If you want something in my line 
write to or come and see J. Q. MAYNAKD, 114 
Liberty S8t., New York. 


Co., 161 


FOR SALE, 
\ AZETTE ADVER’T RECORD— For paj 
¥ Testimonials. GAZETTE, Bedford, 


I ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM.I ILLUS, CO., Newarx, N. J. 


YOR SALE—Splendidly ~ aed oe - 3 r 
k plant and job outfit Pym ee rio, 
Florence, Ala. 


ee: SALE—Republican weekly newspa) 
a me ublican count Owner in bad 
TOR, Martins urg, West Va. 

re. SALE—A three-revolution Hoe 
Stonemetz folder attached, in goo 
— now = 


414 x28 
“8 4 printers’ In 


“ty #1. 


er, in 


ealth. 


ress and 
workin 
daily operation; size of 

= very cheap. Address 


531 


OR SALE—A manager's interest in a prosper- 
ja = ——« house. Good fe-{ and 15 per 


on few thousan 
a it. ‘Address, s stating Ld “NEWS,” 
care R, Preston, 151 Congress St., Boston, Mass. 


\ JHITE MOUNTAINS-—For sale or to let, a 
handsome, roomy, attractive aw go 
dence and farm; fully furnished and _ stoc' 
For illustrated denoriptive circular a d full = 
a address,“ G. P. R.,” P.O. Box 672, 
ork 


( pe of the soundest and most lucrative busi- 

nesses in the country is for sale. Proprie- 
tor has flourishing European business to attend 
to, so that this is Se chance in a thousand ac- 
quire one of the oldest and best conrected firms 
- the country. Profits average for the last ten 

ears—$#8,000 a year net. The price asked for 
crams, stock and vr ys arty -7oer-o} connection is 
very moderate. EDDY, 10 Spruce 
St., New York Cit > 
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ADVERTISING MEDIA. 


GQ EATILE TELEGRAPH. 
‘ 


Ts WORKER, cire. over 10,000. Boston, 


Mass., 11 India St. 


A NTE: -NICOTINE cures “cures smoking pants. $1. 
(\ LOOMIS DRUG CO., Waupaca, W: 


1 - 50 For 5 lines 26 days ; 6 days, = cts. EN- 
$ «0 U TERPRISE, Brockton, Mass. Circ. 7,000 


A’ ANY, N. Y., TIMES-UNION, every even- 
ing, and WEEKLY TIMES, reach everybody. 
Largest circulation. Favorite Home paper. 


»EST CONNECTICUT MEDIUM. Reaches 
) everybody. Gilt-edged investment. THE 
NEW HAVEN NEWS. 


I T ave advertisers. If you don’t believe it, try 
Circulation 4 up i rates, wr down. 

STAR SPANGLED BANNER, Lakeport, 
rss would you like to ad to oe ay | in an illus: 
es 5,000 readers 


every a ' "Think you will tr will _ it? Then drop us 
a line for rates. THE INTER-URBAN, Canton, O. 


$1 ( WILL PAY for a 5-line advertisement 4 
D weeks in 100 first-class a. newspa- 
rs, having 100,000 circulation ry week 
sed. For catal e, address, cA LTON, 
10 Spruce St., New Yor! 


( YOLUMBDUS, Central, Southern, and Southeast- 
rn Ohio offer a rich field for advertisers. 
OHIO STATE JOURNAL—Daily, 12,500; 

¥, 17,000, and Weekly, 23,000—cover the 
field, All leading advertionts use it, 


W ISCONSIN AGRICULTURIST, Racine, Wis., 

circulation over 30,000, proved by P. O. re- 
ceipts. Advertising only 20 cents a line. World’s 
Fair office 215 Dearborn St., Room 1101, Chicago. 
New York office 193 Times Building. 


Ts TIMES-UNION, of Albany, N. Y.. is a pop- 
ular Home daily ; its cirew lation exceeds the 
combined yoy of _ a oS nd Knicker- 
co i = ‘tn the “ circula- 
tion liar ” o' e re — e largest circu- 
lation in Albany bape his or his papers 


é T= TABLET ”—a Catholic journal — is 
read by e ben & Catholic riest, teacher 

and religious Tarous! out the Union —- 

- 1. the best existing medium for reachin 
For advertisi rates @ £0 JOHN 


MURPHY & CO., Publishers, Baltin 
4 hy JUDICIOUS ADVERTISER swage ——d 
to attract the attention of the 
ber. By using the SPOKANE CH ONICL F, “the 
leading daily paper of Eastern Washington and 
rthern Idaho, this result is effected. 
to keep everlastingly at it in a paper w pe hy 
everybody reads. Rates quoted upon application. 
‘\LASSIF = ADVERTISEMENTS in PRINTERS’ 
/ INK begin with a two-line letter, but have no 
other display. Under headings of Advertising 
Media, Su SAT took ee ae and For Sale, 
Wants, and Distmbuting, Ad- 
ha - _ dresses and Addressing, 
Illustrators and Illustrations and Advertisement 
Contpmeters, 4 lines (25 words or less) will be in- 
once or two lines (12 words or less) twice 
Yo one dollar if the cash accompanies the order. 


Additional space or insertions charged 2 cents 
a line each issue. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price: 
Two Dollars a year. Three Dollars a hundred ; 
singlecopies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, APRIL 26, 1893. 








In PRINTERS’ INK, issue of April 
Igth, a man advertised for a position 
as ‘‘ advertisement manager ” at $2,000 
a year, and secured the place he wanted, 
at the price he wanted, in less than 
twenty-four hours after the paper 
appeared. His advertisement in 
PRINTERS’ INK cost him $2.00. 


PRIZE offers for advertisements do 
not seem to abate in popularity, al- 
though some advertisers have stated 
that the results of such competitions 
have been disappointing. The Swift 
Specific Co., of Atlanta, Ga., has just 
made an offer of $200 in cash for the 
best series of advertisements. 


PAPERS having exceedingly small cir- 
culations do not usually make detailed 
statements for the guidance of adver- 


tisers. An exception to the rule is the 
Melton’s (Va.) Pex, which has fur- 
nished the American Newspaper Di- 
rectory with a statement that no issue 
has fallen below 75 copies ! 


Mr. BRADLEY BLOOMER, late ad- 
vertising manager of the Tutt Pill Co., 
said to a representative of PRINTERS’ 
INK recently: ‘‘We used to spend 
about fifty thousand dollars every year 
in newspaper advertising. Then we 
printed an almanac every year, and dis- 
tributed quantities of show cards. We 
tried bill-board advertising for five 
years, but our newspaper work was by 
far the most profitable. The weeklies 
and family monthlies brought us the 
largest returns and I think they are the 
best mediums for any twenty-five cent 
article. We did not do much mail 
business—in fact tried to discourage 
people from sending mail orders. We 
got about twenty-five or thirty such a 
day though, and it took a lot of time 
to fill them and they were a nuisance. 
Our best territory and trade were the 
South and Southwest.” 


PRINTERS’ 


INK. 


THE Indian Territory now has a 
daily paper, the first in its history. 


THE abuse of circular advertising is 
growing in certain directions, and in 
none more so than in the custom of 
folding this alleged advertising matter 
in newspapers. The suburban resi- 
dent rarely opens his morning paper 
without one or more advertising circu- 
lars falling out. These things are 
very seldom read, but litter and disfig- 
ure stations, platforms and trains to a 
deplorable extent. It is an open ques- 
tion whether they do the advertisers 
more harm than good. They at least 
stamp their instigators as amateurs or 
crude advertisers. 


WHAT are known as “‘ Christian En- 
deavor Societies ” have been introduced 
into churches all over the country, and 
the organization is now said to have an 
aggregate membership of 1,500,000, 
In the interest of this movement are 
published 35 papers, mostly monthlies, 
with a few weeklies. The Boston 
Golden Rule has the largest circulation 
in this class—77,990, according to the 
new edition of the American Newspa- 
per Directory. Many of the Christian 
Endeavor papers are published in small 
towns: the cities of New York, Phil- 
adelphia, Chicago, Brooklyn, etc., are 
unrepresented. 


MANY advertisers, after having built 
up a good business, grow careless as 
to their advertisements, and only dis- 
cover their mistake when it has cost a 
great deal of money. The manager of 
a large concern, in talking to a friend 
recently, said; ‘‘ I am afraid my last 
batch of ads has been very poor. I 
can’t help it, though. I know that they 
lack power, originality and attractive- 
ness. I had little time for careful 
work, and had to dash these off when- 
ever I could crowd in a moment. The 
firm has given me so much other work 
to do, and insists upon having it done, 
that I am obliged to neglect the ad- 
vertising. Yes, there has been a dif- 
ference in the returns. We took larger 
spaces in the papers, and the returns 
have not been anywhere near what 
they were last year. It has pointed 
out one thing to me very clearly. 
Space does not do so much as good 
copy. This little whim of the firm will 
cost a lot of money, but they will real- 
ize soon that making the advertising of 
minor importance is very poor policy.” 





PRINTERS’ 


A CLEVER scheme for getting free 
advertising is being worked on some 
of the household papers. Letters pur- 
porting to come from farmers’ wives, 
and written in the usual style of the 
communications printed by these pa- 
pers, are addressed to their respective 
editors. An advertisement for some 
article is ingeniously incorporated in 
the body of the letter. Messrs. Vick- 
ery & Hill, of Augusta, Me., became 
aware that this sort of thing was being 
done systematically, from their receiv- 
ing letters identically the same ad- 
dressed to all the different publications 
on their list. 


WILLISTON FIsH, writing in the cur- 
rent issue of Zzfe, makes what he calls 
‘*an unchivalrous diatribe” against the 
magazines. ‘The principal end of mag- 
azines, he asserts, is securing advertise- 
ments, but their principal means of 
attaining this end is a Maidenly Air of 
never dreaming of such athing. He 
predicts that the day will come when 
‘* the literary department which feigned 
to be the magazine can cease: the 
poet can dry his tears, the man that 
climbs mountains can climb down 
again, and the literary giant who goes 
every summer canoeing on the Mushy- 
madnock, can rest on his paddle or 
shoot up Salt Creek and be consumed 
to him.” In the meantime, he would 
like to see the Maidenly Air dropped 
and the real purpose proclaimed : 

But a day of frankness none ever will see. 
The magazine will still be full of advertise- 
meuts, but its cover will be luringly artistic 
in crooked snakes, and deceptively learned in 
Minerva lamps; and while the manager is 
closing a deal for three pages (cash down) 
on a moribund summer resort, he will have in 
preparation anarticle on ** Stained Glass Win- 
dows of Ancient Cathedrals,’’ so cold, ency- 
clopedic and lofty that the reader will view 
the summer resort “ad.’’ asa dignified and 
uplifting panegyric the statements in which 
are to be thoughtfully salted away along with 
the polished learning of the Classics.” 


If Mr. Fish had been a reader of 
PRINTERS’ INK, his ‘‘ diatribe” proba- 
bly would have remained unwritten. 
It would certainly be foolish to expect 
the learned magazines to spoil the sym- 
metry of their own columns with so- 
licitations for patronage, when a me- 
dium like ‘t The Little Schoolmaster,” 
specially adapted to the purpose, is at 
hand. Scribner's, Harper's, Review 
of Reviews, Current Literature—in 
fact, nearly all the leading monthlies, 
have solicited advertising in PRINTERS’ 
INK at one time or another. Mr. 
Fish’s satire is not to the point ! 
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Advertising Novelties. 


From the Baird Clock Co., Platts- 
burgh, N. Y.: An advertising clock, the 
case being made entirely of one piece of 
glass, Any desired advertising matter can 
be placed around the dial, 


From the Pope Mfg. Co., 221 Co- 
lumbus ave., Buston: A book entitled 
**Qutdoors,”’ It consists of a series of papers 
01 outdoor sports written by authorities in 
the various departments, An.oug them are 
articles on bicycling by Julian Hawtkarne, 
and football by Walter Camp, No adver- 
tising matter is allowed to appear outside of a 
few pages in the back of the book, 


From Griffith, Axtell & Co., Holy- 
oke, Mass.: A large advertising book en- 
titled: ‘A Mint of Hints.’"’ Handsome 
specimens of bronze embossing and sugges- 
tions for the wording and typographical ar- 
rangement of advertisements are included, 
Only soo copies have been issucd at an ex- 
pense of $2 each, 

From the New York Recorder: A 
glass eye, pasted in the bottom of a wooden 
box, with circulation figures beneath. This 
motto accompanies it: ‘*‘A man with a glass 
eye could see the Recorder’s circulation.” 
+> —_—— 

LITERAL, 


TOO 


** Now’s the time to lay in coal,” 
The advertisement ran ; 
Its seeming import did console 
A very green young man. 
He “laid in’’ coal that very night 
In preference to bed ; 
The jury said it served him right 
Next morning he was dead ! 
HEADLINES IN BOSTON. 
From the Journalist. 

The rhythmic headline editor has broken 
out in Boston. Here is a very good sample 
from last Sunday's Hera/d, headed the 
weather report : 


IF YOU DON AN EASTER BONNET 





YOU MUST PUT FUR EARLAPS ON IT, FOR THE 
TEMPERATURE IS GOING DOWN TO FREEZ- 
ING; SO GET OUT THE BEAR SKIN COAT, 
WRAP A MUFFLER ROUND YOUR THROAT, 
OR YOU'LL SPEND THE DAY A SNEEZING, 
SNEEZING, SNEEZING. 

This artistic effort is from the News : 
HARK, HARK, 


THE CANINES HAVE 
TAKEN THE TOWN, SOME ARE QUITE 
BLONDE AND SOME ARE BRUNETTE AND 
SOME ARE MAHOGANY BROWN, 

OnE of Postmaster-General Bissell’s 
first duties, as soon as he gets fairly 
settled in his office, should be to have 
consistent and reasonable rulings made 
as to what is properly second-class 
matter. ‘There were some abominable 
rulings—notably in the case of PRINT- 
ERS’ INK—under the last administra- 
tion.— Duluth (Minn.)Commonwealth, 
April 15, 189}. 


THE DOGS DO BARK, 
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SHOE BLACKING ADVERTISING. 
By Theo. W. ‘Rich, 
Advertising Manager of S. M. Bixby & Co, 


Just how to advertise shoe blacking 
effectively has not been an easy prob- 
lem to solve. Not the least of the dif- 
ficulties to contend with is the indiff- 
erence of many until they awake—with 
wilted shirt collar—to the fact that the 
blacking they are using requires an 
exhausting effort to secure a polish. 
‘These people are easily deluded by the 
tricks of fakirs and dealers in blacking 
of irresponsible manufacture. Anoth- 
er difficulty is that many who do not 
black their own shoes leave the task 
with ignorant or parsimonious persons 
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who seek quantity 
rather than quality. 
Again, the slow con- 
sumpticn of black- 
ing in any one fam- 
ily in the course of 
a year makes it 
necessary that too 
great an expense is 
not incurred to se- 
cure its patronage. 

It is a singular 
fact that the article 
of shoe blacking— 
the popularity of 
which we are seek- 
ing to extend to-day 
—was itself used as 
early as 1860 by 
Mr. Bixby as an ad- 
vertisement in his 
retail shoe business. 
The need at that 
time for a more suit- 
abie polish blacking 
for leather led him 








success. The trouble has been that 
advertising suited for soap, or other 
quickly consumed articles, is not al- 
ways successful in advertising shoe 
blacking, and mediums which would 
readily carry into popularity such 
heavy articles as machinery, safes, pi- 
anos, etc., almost invariably prove un- 
availing for this little article of shoe 
blacking. Indeed, we have had no pre- 
cedent which we could follow, but have 
been obliged to carve out a way of ad- 
vertising for ourselves. On the prin- 
ciple that when everybody advertises 
nobody is advertised we have sought 
out novelties or such means of impress- 
ing the mind as would bring about the 
result we aimed to secure. 

I recall the time 
when weran a three- 
wheeled wagon over 
the most populous 
sections of New 
England and_ the 
Middle States. This 
created a sensation 
which doubtless 
lingers in the minds 
of many people to 
this day. At every 
cross-roads store a 
crowd of people 
would assemble to 
inspect this curios- 
ity, and there would 
invariably be one 
man in the party 
who could explain 
the utility of this 
single wheel in front 
and two behind by 
which the load could 
be so much more 











to manufacture in 
the basement, under 
his store, an article orginally designed 
for his own customers only ; each pair 
of shoes sold being accompanied by a 
box of blacking as an inducement to 
continue the patronage given him. 
Thus the fame of ‘‘ Bixby’s Blacking” 
began and a demand was created among 
the dealers which grew to such an 
extent as to warrant its exclusive 
manufacture; so Mr. Bixby sold his 
shoe business and directed his New 
Hampshire energy and determination 
entirely to the blacking. 

In order to make the merits of the 
goods still better known a plan of ad- 
vertising was entered upon and num- 
erous experiments tried with varying 
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advantageously car- 
ried, when the facts 
are that it was a 
a total failure in carrying capacity, al- 
though it looked as if it would accommo- 
date two or three tons of merchandise, 
after the form of a peddler’s wagon. 
We still have this old, three-wheeled 
advertising wagon, and it might be 
made a valuable feature at the World’s 
Fair. 

Another effective means of advertis- 
ing was a mechanical show-card, on the 
face of which was a dancing bootblack 
worked by clock movement. One of 
these show-cards was given to those 
dealers who purchased a certain quan- 
tity of goods, and when displayed in 
their show windows never failed to at- 
tract attention, and doubtless aided 
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largely in introducing ‘* Three Bee” 
Blacking to consumers. 

The best—by far the best—advertise- 
ment we have ever had is our music 
book idea. We announced in 1892 
that we would put out two volumes of 
music, known as ‘‘ Bixby’s Home 
Songs,” one of which might be ob- 
tained by sending us five labels of our 
‘“Three Bee” Blacking or ‘‘ Royal 
Polish,” accompanied by four cents in 
postage. The plan has worked so suc- 
cessfully and so materially aided in in- 
creasing the demand for the goods that 
we have arranged to continue the dis- 
tribution of the music books during 
the present year, and shall issue, in 
July, the third and fourth volumes of 
the series. 

The books contain gems of old songs 
and many new ones of equal value, 
both words and music. ‘They are 
handsomely printed, on good paper, 
and neatly bound. In fact, they are an 
agreeable surprise to all who secure 
them, and we regard them asa specially 
valuable advertisement, because of the 
permanency with which they keep our 
name before the people. Many 
thoughtless persons seem to think we 
can supply these without the conditions 
being complied with, but in the book 
we distinctly state that we cannot ac- 
cept the shake of a hand asa substitute 
for the few labels required. A sample 
page from these books, with a circular 
on the reverse side, explaining the plan 
of distribution, is uniquely packed with 
the blacking and dressing, so that each 
purchaser gets a copy. In 1892 we 
printed and distributed over ten mill- 
ions of these sample pages. We also 
gave wide publicity to the music scheme 
through the weekly and monthly fam- 
ily papers, or those which seemed to 
go directly into the homes of the peo- 
ple. We give preference to publica- 
tions of this kind over dailies, owing to 
their being read more carefully and 
leisurely. 

The best use we can make of dailies, 
we find, is when our men are working 
their trade in cities and towns, where a 
short run of an advertisement aids 
them materially in their work, In a 
general way, however, we believe we 
can get better results from family pa- 
pers than from dailies for the same 
amount of money. If there is any one 
class of publications more desirable to 
us than another we would give prefer- 
ence to those which appeal to the 
younger members of the family. We 
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seek to impress the minds of the young 
with the name of ‘‘ Bixby,” so that as 
they advance in years this first impres- 
sion may be an aid to our securing and 
holding their patronage. 

If there is any one paper more un- 
suited to our purpose than another, it 
is the one that reaches that class of 
people who leave the selection and use 
of shoe blacking to their servants. It 
is true that blacking is an article that 
goes into all families, from the highest 
to the lowest, but the means of reach- 
ing the ‘‘ understandings” of all 
classes requires study and a due con- 
sideration of the fact that shoe black- 
ing is not all profit. 

Among the queerest classes of cus- 
tomers we have to deal with is a cer- 
tain portion of the boot-blacks. Our 
trade with them forms no inconsidera- 
ble part of our business, and in order to 
reach them it appears to require a special 
plan for each individual convert. The 
better class of boot-blacks are willing 
to pay a fair price for blacking in order 
to get the best, but it is astonishing how 
large a portion of them are always 
looking for something cheap. This 
they mix with Bixby’s blacking and in 
a mysterious manner declare to their 
customers that it is a compound of 
their own manufacture, or claim that it 
is some certain other brand than Bixby’s, 
when they are telling not more than 
one-third of the truth. To those who 
have ‘* boot-black parlors,” where they 
have from two to two dozen chairs, we 
sell surprisingly large quantities. 
These orders, or rather the new ones, 
come through some oneor other of our 
advertisements, or through the discov- 
ery that some similar institution, where 
an exceptionally good polish is secured, 
is using Bixby’s ‘* Three B” Blacking. 

In all details we try to make our va- 
rious forms of advertising methodically 
help one another, and with, of course, 
an eyeto the possible waste of too 
large a portion of our annual appropri- 
ation. It has always been an impres 
sion of ours that we had an abundance 
of conviction and an unlimited amount 
of courage, which are essential points 
in pushing the sale of any proprietary 
article. While anybody is likely to 
make mistakes, and feel obliged to pass, 
daily, many meritorious mediums, we 
think we have secured, and deservedly, 
the leading position we occupy in our 
particular line by a wise selection of 
mediums of advertising, backed by 
proper efforts among the trade. 
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From the small beginning made by 
Mr. Bixby in 1860 we have found it 
necessary to employ every square foot of 
room of our six-story building, which 
is fitted with the best and most mod- 
ern machinery, and is the largest build- 
ing and plant in the world exclusively 
devoted to the manufacture of shoe 
blacking ior men and women. I al- 
lude to it in this connection as the best 
evidence that can be presented that the 
methods we have adopted for popular- 
izing our goods have been successful, 
but it has not been without constant 
attention and alertness for any means 
that would keep us abreast of the times. 
Any man who thinks he can formulate 
some plan of advertising his business, 
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S FIRST PRINTER. 


The 200th anniversary of the intro- 
duction of printing into New York 
was celebrated by the New York His- 
torical Society at a meeting held at the 
Cotton Exchange, the site upon which 
William Bradford, the first printer, 
had his office. The address of the oc- 
casion was delivered by Mr. Charlton 
T. Lewis, from which we make the 
following extracts : 


The first issues of Bradford’s press in New 
York were chiefly the laws 
of the province, the procla- 
mations of the Governor 
and a few very religious 
tracts, the pabulum of the 
very intellectual appetite 
of that day. In 1696, by 
order of Governor Fletch- 
er, he reprinted one num- 
ber of the London Gazette, 
reporting successes of Brit- 
ish arms and diplomacy in 
Europe. But it was not 
until thirty-two years af- 
ter he began to print that 
he founded the first news- 
paper in New York, the 
Weekly Gazette, It was 
not the first in America, 

As early as 1690 Ben- 
jamin Harris began the 
monthly publication in 
Boston of a small sheet 
called Public  Occur- 
rences, and issued a single 
number, but the authori- 
ties refused to permit its 
continuance. The Boston 
News-Letter, founded in 
1704, was probably named 
from the fact; but it was 
without news, its whole 
purpose being to provide 
an exchange for business 
advertisements. The Bos- 
ton Gazette of 1719 hada 
similar aim. In Philadel- 
- in 1719, Andrew 

radford, son of William, 
founded the American 
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set itin motion and then serenely go 
fishing, will surely awake to his mis- 
take, 

The sign of the big ‘‘ X” is one of 
the unique features which we have em- 





ployed in our advertising of late, and 
its familiar presence has frequently 
caught the eye and done service, even 
when the accompanying advertisement 
was not read, 





Weekly Mercury, of which Franklin re- 

marked it was “a paltry thing in no way 
interesting,’’ which he ought to know, for he 
wrote largely for it a few yearslater * * * 
New York City alone has forty-five daily 
journals and the nation has nearly 2,000, More 
than 4,000,000,000 of copies of newspapers are 
circulated every year in the United States and 
Canada, The publishers of Prinrers’ Ink, a 
journal for printers, can make a list of 20,000 
distinct periodicals published regular! for our 
instruction and guidance, each one doubtless 
expressing the views and interests of some 
class or group of men and edited by a master 
mind which believes that his ideas, when 
printed in it, are laid before the human 
race, 


BRADFORD’S TOMBSTONE, 
By permission of Howard Lockwood & Co, 
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Something Funny Abont It.—Bag-| 
ley: I suppose you are oing to Start your WE 


new paper in the interest of some ism. 

Bailey—Yes; I shall make the main plea 
of my editorials that America is for Ameri- 
cans,—Oh, you are going to make a humor- 
ous paper of it, eh?—Puck, 





Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Jor specified position—if/ granted. 


Must be handed in one week in advance. 





y EDICAL BRIEF (St. Louis). Largest circula- 
tion of any medical journal in the world. 


Si ATTLE TELEGRAPH, the leading 
Democratic daily north of San Francisco. 


‘UPERIOR Mechanical Engraving, Photo E) lec- 
trotype Eng. Co.,7 New Chambers St., N. Y. 


§ -< C ~ ESS Antmcax Puess Co. Baltimore 


E RAvese fomgs.ane 
F RE EE i Aberdeen, 
43! ae: 3 #1. ™ Pie i Fe 0 po; qi) y 


PROVE ‘OMAN 8 WORK, *ithens ns, Ga 


ii] INCREASERS.” Every live lo- 
cal advertiser eee" =" chea, pi : 
attractive ; effectiv Write 


ee w. W. HAT PER, ‘Golumbus,0. 


HOPKINS & ATKINS, ATKINS, 
Washington, D.C. 26 
ears’ experience 

Vrite for taformation 


DIRECTORY PUBLISHERS, Picase fend 
and Bx | list of your directories to U 8. AD- 
DRES L Box 1407, Bradford, McKean (o., Pa 



































GE R MANI Magazine for the study of t 
German lang. and litt For 
GERMANIA, itanchester 
1OR NO PAY. Book 
ae D, 
Washington, D.C. we 
‘Alw nye pay 
LIC ‘Nay ertisers. 
21.00—Vi«iting Cards. We will engrave a 
copper plate and print 50 visiting cards for #1.00. 


sample copies, rates of eX ing. etc., address 

free 

Frome, yaa, vox 
OPINION "=" 

New York. 

Samples, tok Ling ag For 1c, 





we wi copy. of our book, “Card Eti 
quette.” BELL N BROS., Toleds, Oo 
SSINC 
The only tld LIS DRESS nvelopes and 


Wrappers add in “y a by machinery. 
Names guaranteed absolutely correct. For par- 

ticulars address F. D. BELKNAP, Prest., 314, 316 
Broadway, New York City 


DON?T 


Order any kind of cuts for printing until you 
have heard from us. It will pay you to write us 
CHICAGO PHOTO ENG. CO. 


NEW YORK LEDGER 


Jq Is read b; sad by intelligent people people 
Kate Fieli’s § whopayt heir bills. Are these 


the people you want to reach 


Washington, wearer 


The Delta sxek:. 


THE BEST PAPER IN NEW ORLEANS, 
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E INDEPEN SEN. Own your own news- 
r. Send for estimates to PICTORIAL 
ES CO., 28 West 23d St., New York City. 


‘THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
________—s Advertisers find IT PAYS! 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 


IF YOU ARE USING 











WATCHES FOR PREMIUMS 


We would like to have you know us. 
e rate people. 
FLETCHER waren AND } jeweler co. 


82 "BROADW hy. : 
me John ae N. Y. CITY. 


THE HOME CIRCLE, 


T. LOUIS, MO. 


75, 000 Copies Each Month. 
An exceedingly desirable medium for 
GENERAL ADVERTISERS. 
THe Home CIRCLE Pvs. Co., St. Louis, Mo. 











| Dodd's Advertsing Ato. Boston, > 


Send for Estimate, st 
City 















RELIABLE DEALING CAREFUL SERVICE. 
LOW ESTIMATES. «2 


Can You Write Ads ? 
$2 ¢] Oo We will pay One Hundred Dol- 


- lars for the best series of four 
in three inch ads. submitted us. 
Also the same amount for the 


Cc a os h best series of four two inch, and 


will pay liberally for all single 
ads. accepted. For full particulars address at 
at once, 
Advertising Department Swift Specific Co., 
ATLANTA _GA. 


$100,000 


Advertising Enterprise. 











Men of Capital and Advertising 

en, who can command from §2,000 to 
$25,000, should examine this attractive 
medium for advertising, in the preparation 
of which over $100,000 has been expended. 
The present owner will sell entire, or dispose 
of an interest in the enterprise, or, if desired, 
will sell territorial rights. rare oppor- 
tunity for a business man, as the method is 
now inexpensive, and the returns will be 
large and profitable, and cannot fail to give 
advertisers the best of satisfaction. A per- 
sonal investigation of this enterprise is par- 
ticularly requested, in order that its merits 
may be more clearly shown. 

Call upon or address 

WM. H. ALLEN, 
67 Chauncy St., Boston, Mass, 
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35,000 LADIES 
WHO 


DO FANCY WORK 


Refer to THE MODERN PRISCILLA daily for 
instruction in Fancy Work and Painting, sugges- 
tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy 
should give THE PRISCILLA a trial order. 





Circulation proven by postal receipts, etc. 
Advertising Rate, 25 cents per Agate line. 
Forms close the 20th of month preceding 
inaue. 


Address, PRISCILLA PUB. CO., 
LYNN, MASS, 
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containing Heavy Wood Cuts and 
“ 
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‘ CAMPBELL PRINTING 








Our New Model Web Perfecting Book Press 


PERFECTS, CUTS, FOLDS and DELIVERS 
HIGH CLASS BOOK AND MAGAZINE WORK 


Artistically, without Smut or Slur. 
This press is fitted with a continuous changing Tympan Sheet, which presents 
a clean surface for each impression, or with Oil Feed Off-set Device. 


160 WILLIAM ST., NEW YORK, 


Fine Half-Tones, Delicately and 


PRESS AND MFG. CO., 
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The 





GEO. P. ROWELL 





American 
Newspaper 
Directory 


= FOR - 


1893, 


PRICE FIVE DOLLARS. 


10 Spruce Street, New York. 





& CO., Publishers, 
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THE BEST PLATE + K 


«_FOR CHANGE ADVERTISING. 
Whyis it the Best? sae 


BECAUSE 


IT 1S LIGHT, 

IT IS STRONG, 

IT 1S CHEAP, 

IT SAVES TIME, 

IT SAVES TROUBLE, 
IT SAVES MONEY. 


You Furnish the Copy—We Set the Adv., Make the Plates, 
Pack in Boxes, and Ship Direct to Publishers. ee . 


Our Record for the Past Twelve Months is Over a Million Inches ! 
Our Patrons are the LARGEST ADVERTISERS in the WORLD. 


A. N. —* NEWSPAPER GO., 


WRITE FOR ESTIMATES. CHICAGO, ILL. 
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Published monthly, at Augusta, Maine, 
Largest sworn circulation in America, 
Over Twelve Hundred Thousand every issue, 


WEY? 


Iti 4 the most entertaining, most interesting, most original, and lowest priced publication 
on eart 





Only 25 Cents a Year! 


Original Copyrighted Features: 
Nutshell Prize Story Club, Prize Puzzle Club, Busy Bee Prize Budget, Sunshine Circle 
Aunt Minerva Prize Ch ats, Children’s Cire le, Comfort’s Dre -ssmaking 
Department, Kitchen Chats, Kinsabby Comicalities, 


The Key to 1,220,000 Homes! 


Space of responsible agents or of us direct. THE GANNETT & MORSE CONCERN, Publishers 


ugusta, Maine. Boston Office, 228 Devonshire St. New York Office, Tribune Building ; Henry 
ae Kepresentative. 
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$2 5.00 Newspaper 





Advertising 


FO R A N I D J A Requires intelligence, experience and capi- 
- “ 7 a tal, We employ the most intelligent talent that 
We desire a suggestion of some suit- money can procure. We have been engaged in 
able term, catch phrase or heading, | this business exclusively for more than twenty- 
which can be copyrighted and used in | Seven years. We have ample capital for the 
advertising our Real Estate business in transaction of our business, and our credit with 
Jersey City and New York newspapers, baw eat an of the = is unquestioned. 
4 ? . ese facilities for successful newspaper or mag- 
and on our Stationery. | azine advertising are at your disposal. If you 
For the best idea we will pay | have failed to get profitable results from your 
$25.00; for the second choice, | advertising before, try it again and avail your- 
$1 0.003; and $1.00 each for any | self of our intelligence, experience and capital 
others we use. | If you have never advertised and desire to in- 
crease your business and profit, we shall be glad 
to include you in our list of clients, 





The awards to be decided on May 
roth by 

Edward F. C. Young, President| The Geo. P. Rowell Advg. Co. 
First National Bank. NEWSPAPER 

Gilbert Collins, of Collins & Corbin. AND MAGAZINE ADVERTISING, 

William G, Bumsted, of Wallis, Ed-| 19 spRUCE ST., . . NEW YORK. 
wards & Bumsted. 

Edward F. Emmons, of Emmons 


& Co. Just Issued! A Correct Catalogue 


Circulars descriptive of « siness of All the Papers 
a iene oe of our business published in the United States and Canada. 
sent on application. 


Sent to any address on receipt of price, $5.00. 








Address 
EMMONS & CO. 
(ESTABLISHED 1877) : THE GEO. P. ROWELL ADVG. CO., 
488 Communipaw Ave., Jersey City. 10 Spruce St., New York. 








CoNTINVED JUSSESS 


for the persistent advertiser is absolutely sure if the 
article offered is wanted by the masses, and he uses 


ALLEN’S LISTS 


continuously for the purpose of reaching them. 
Every month in the year ALLEN’S MILLION will 
bring to him orders in abundance from all points of 
the compass. 

SO SAY OUR PATRONS. 
Forms close on the 18th. 


—— _ - ~Y $$$ 


E C. ALLEN & CO., Prop’s, Augusta, 



























PRINTERS’ INK. 541 







i 
ie n= I= = MSSM SSMS M= 
=i === === =USnSnS0 
oy i = 

m=n=SnSl 
= iii 


2 
‘ 
w= 


DID YOU SEE 


The New York Recorder 


LAST SUNDAY ? 
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Did you marvel at the Colored Section P 


Are you curious to know how it is done ? 
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But, everybody expects THE RECORDER 
to be first. 
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By the way, how would you like 
Fi your advertisement printed in colors Z 
in this section of The Recorder? 
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PRINTERS’ INK. 


PRINTERS’ INK, 


“The Little Schoolmaster in the Art of Advertising.” 


~~ Le” * ‘4 


ADVERTISING RATES: 


DISPLAYED ADVERTISEMENTS. 
Fifty Cents a line or One Hundred Dollars a page. 
Twenty-five per cent extra for special position, if granted. 





CLASSIFIED ADVERTISEMENTS. 
No Display, Twenty-five Cents a line. 
Twenty-five words for a Dollar. 


ceo + CIRCULATION 00 0 6 


The issues of PRINTERS’ INK, weekly, for the year 1892, were as follows: 








Jan. 6......50,500 April 6..... 66,960 | Jety 6......60,250 | Oct. 5......50,250 


*  313,..4680,500| “  13......60,250| “  13......50,250| “  12......60,250 
$F 80. cco | B0icccccO OO] *  20:0...-SO | * cee 50,250 
acl 50,500; ‘ 27...... 50,250 ‘© 97.....-60,250 | “ 26......60,250 
a ae 50,500 | May 4......50,250| Aug. 3......50,250 | Nov. 2...... 50,250 
~ Sn esc 50,250 | Jw 10......50,250 | “  9......60,250 





17...++-55,000| “ 18..... 50, 250 | “¢ 17....--60,250 | “  16......50,250 
+ 0....000ee| * a5......50, 250| “ 24......50,250 | “ 23......60,250 
March 2......55,250 | June r.....-50,250 ‘+ 9t......80,000 | “ 90.....80,850 
+ 9.0000-65,250| “ 8......60,250 | Sept. 7......50, 250 | Dec. 7. --60,250 
a ee 55,250; “ 15......50,250| “ 14..... 50,250) “ = 14...... 50,250 
23....+.65,250 ; 22......50, "9050 ; = or......50,250 | © g......eee 
30..-.-.55,250| “  29....60,250| “ 28....50,250| “ 28... ..50,150 


NN Is io aol) Seciaaceneinsinekae sos eer eGN Mee NERNaaaeTiN 2,684,150 
2 tact divided by 53 (issues) equals 51, 618, where issue, 





PRINTERS’ INK is issued weekly and reflects the current thought and ten- 
dencies of the advertising world. It searches out the brightest and most ex- 
perienced advertisers and advertising men, prints signed articles or interviews 
from them. 

PRINTERS’ INK aims to give suggestions to large and small advertisers— 
not alone by precept but by example as well. Advertisements that are notable 
are reproduced and commented upon. The experiences of various advertisers are 
compared. 

PRINTERS’ INK is not a large paper. Its small size is its special feature. 
Readers do not have to search through a mass of chaff to find a kernel of wheat. 
Even the old advertiser has his wits sharpened by contact with the brightest 
minds in the business. 

The subscription price is $2.00 a year. 
Single copies, 5 cents. 
Wholesale price, $3.00 a hundred. 
—— ———__—— \ 













Address all orders to 


PRINTERS’ INK, 10 Spruce St., New York. 








See 





PRINTERS’ INK. 543 


Leading American Newspapers 











LATEST INFORMATION 


Collected from the Twenty-fifth Annual Edition of the 
American Newspaper Directory, 
issued April, 1893. 





PRINTERS’ INK has taken occasion to carefully sift the information to be 
gleaned from the new edition of the American Newspaper Directory for 1893, 
which has just appeared. It has been possible to gather a great many facts 
of interest and money value to advertisers who seek information about nev’s- 
papers and to newspaper men who seek the patronage of advertisers. 

Being the twenty-fifth annual issue of a book that has been the recognized 
authority on newspaper statistics for a quarter of a century, its circulation 
ratings naturally receive great consideration from interested persons every- 
where, and often develop value for advertising purposes, which it would be 
difficult to over-estimate. 

Such advertisements will be solicited for insertion in PRINTERS’ INK, and 
will be given a classification with heading and map, as here indicated, subject 
to variation of form and make-up, as the space varies: from week to week. 
These advertisements will be inserted at 50 cents a line each issue; $2.00 a 
line for Four Weeks; $6.50 a line for Three Months; $13.00 a line for Six 
Months; $26.00 a line for a Year, or $12.co a line for Once a Month for a 
Year. 

All orders will be payable in cash. Proposals to insert in exchange for 


other advertising cannot be considered. 





Advertisement orders for PRINTERS’ INK are solicited, 











PRINTERS’ INK, 


Che 


Wholesalers’ Returns Deducted. Retailers’ Returns Deducted. 


The Exchange List 3 v6 5 000. Defective Papers 
9 


Deducted. tnt eat iileneiiians Deducted. 


fide circulation of The 
World per day, with 
Spoiled and Waste (every paper not paidfor# Papers Supplied to 


or paid for and returned 


Deducted. eliminated from thei Employees Deducted. 


total. 

















And all Free Papers Deducted. 





THE WORLD calls attention to the following examination and verification 
of its published circulation statements, signed by BLOOMINGDALE BROS., 
R.H.MACY & CO., EHRICH BROS., JOHN DANIELL & SONS, EDWARD 
RIDLEY & SONS, ADAMS & CO., LUDWIG BROS., and ALFRED J. CAM- 
MEYER. These largest representative retail advertisers, after most careful, 
thorough and painstaking investigation, give a testimonial such as no other 
newspaper in the world has ever obtained, 


The Testimonial. 


“The undersigned advertisers in New York City, having been invited to 
“examine all books and accounts relating to the circulation of THE WORLD, 
‘certify that they have availed themselves of the invitation, and that they have 
“traced. the circulation in various periods from the contracts for the supply oi 
“paper to the bank deposits for the sales of the paper. They have verified the 
“published statements of circulation, and are satisfied of their accuracy, and 
“that the net actual, bona-fide. paid. circulation of THE WORLD, Morning and 
“Evening Editions, per day for the six days of the week ended March 18th, 1893, 
“after deducting all return papers, free papers, and exchanges, was 375,000.” 


BLOOMINGDALE BROS., EHRICH BROS., 
y_E. W. BLOOMINGDALE. G. R. LEGHORN, Supt. 
R. H. MACY & CO. EDWARD RIDLEY & SONS, 
By A. L. KINKEAD. er W. A. EpMuUNDS, Accountant. 
JOHN DANIELL & SONS, LUDWIG BROS. 
H. C. ALLATRE, Accountant. ALFRED J. CAMMEYER. 


er 
ADAMS & CO., 
Per Joun S. A. LAMBLEY, Advertising Manager. 


The Examination. 


Every book and record in the Cashier’s, Accounting and Circulating Departments was placed 
at the disposal of the gentlemen making the investigation. Mr. E.W Bloomingdale, representing 
Bloomingdale Bros., and Mr. A. L. Kinkead, representing R. H. Macy & Co. each devoted an entire 
day to a most searching inquiry. They started with the paper contracts traced the paper bills, 
payments by check to the paper companies, receipts from the paper companies and reconciled the 

nds paid for to the paper companies with the published figures of circulation tested the circu- 
fation books with the figures published on the first of each month, verified them by the 
registers and the record of the Delivery Department, scrutinized closely checks received from all 
the leading news companies every day for papers, traced these checks through the bank-book, 
bank-deposit book and bank pass-book ; required the production of the Post-Office receipts for 
matter deposited in the mails, and the bills of the Express Companies for newspapers carried daily 
by them ; verified the cash receipts of circulation on the circulation slips by the entries in the 
ledger and cash-books of the Cashier's office ; tested the return accounts by the detailed slips in the 
return-room and by the credits on the cash-book, and cross-tested these figures by the weekly 
reports which are prepared for the Business Manager, and subjected WORLD Employees to an 
inquiry that could not permit of any doubt as to the honesty and accuracy of the statements. 

Messrs. Bloomingdale and Kinkead took different periods and tested particular days. Mr. 
Kinkead took the week ended March 18th, 1893, while Mr. Bloomingdale took, in addition, the week 
beginning September 2d, 1892. Among the weeks selected by Mr. Edmunds. of E. Ridley & Sons, 
was the second week of July. Mr. Allaire, of Daniell & Sons, also took a week in January. The 
other gentlemen were likewise permitted to take whatever periods they desired. 


375,000 WORLDS PER DAY, NET PAID, 
ALL RETURNS DEDUCTED. 
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